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What's Marketing? 



Marketing includes diverse disciplines like sales, public relations, 
pricing, packaging and distribution. In an attempt to distinguish 
marketing from other related professional services, S.H. Simmons, 
writes that If a man tells his wife she's intelligent, looks lovely, and is a 
great conversationalist, he's saying the right things to the right 
person and that's marketing. If the wife tells her husband how 
handsome, smart and successful he is — that's advertising. If 
someone else tells the woman how handsome, smart and successful 
her husband is — that's public relations. 

You might think of marketing this way. If business is all about people 
and money and the art of persuading others, then marketing is all 
about finding the right people to persuade. 

Marketing is your strategy for allocating resources (time and money) 
in order to achieve your objectives (a fair profit for supplying a good 
product or service). 



Market & Consumers 



People have their own unique perceptions of the world based on their 
belief system. The most innovative ideas, the greatest products, or a 
superior service succeed only when you market within the context of 
people's perceptions. 

Context can be many things, singly or simultaneously. To name a few, 
you may market to your customers within the context of their wants, 
needs, problems solved, or situation improved. Entrepreneurs need to 
be aware of many other contexts, such as social and economic trends or 
governmental regulations, which we'll discuss another time. 

People don't just "buy" a product. They "buy" the concept of what that 
product will do for them, or help them do for themselves. People who 
are overweight don't join a franchise diet center to eat pre-packaged 
micro-meals. They "buy" the concept of a new, thin, happy and 
successful self. 

Before you become consumed with entrepreneurial zeal and invest your 
life savings in a new venture, become a smart marketer. Take time at 
the beginning to discover who your potential customers are, and how to 
effectively reach them. 



Marketing plans 



Without a plan, your entrepreneurial dream is really wishful thinking. 
While a marketing plan can be a map for success, remember that the 
map is not the territory. A strategy that ignores the customer isn't an 
accurate reflection of the landscape. 

A good marketing plan can help you focus your energy and resources. 
But a plan created in a vacuum, based solely on your perceptions, does 
not advance the agenda. That's why market research, however simple 
or sophisticated, is important. 

Just keep in mind that research attempts to predict the future by 
studying the past. It reveals what people have done, and extrapolates 
what people might do — not what people will do. 



Planning is imperative, research is important, but there's no substitute 
for entrepreneurial insight. After all, as Mark Twain wrote, "You cannot 
depend on your eyes when your imagination is out of focus". 



Marketing & Advertising 



You will often find that many people confuse marketing with advertising or vice versa. 
While both components are important they are very different. Knowing the difference 
and doing your market research can put your company on the path to substantial growth. 

Let's start off by reviewing the formal definitions of each and then I'll go into the 
explanation of how marketing and advertising differ from one another: 

Advertising: The paid, public, non-personal announcement of a persuasive message by an 
identified sponsor; the non-personal presentation or promotion by a firm of its products 
to its existing and potential customers. 

Marketing: The systematic planning, implementation and control of a mix of business 
activities intended to bring together buyers and sellers for the mutually advantageous 
exchange or transfer of products. 

Advertising is a single component of the marketing process. It is the part that 
involves getting the word out concerning your business, product, or the services you 
are offering. It involves the process of developing strategies such as ad placement, 
frequency, etc. Advertising includes the placement of an ad in such mediums as 
newspapers, direct mail, billboards, television, radio, and of course the Internet. 
Advertising is the largest expense of most marketing plans, with public relations 
following in a close second and market research not falling far behind. 



The Basic Elements of Marketing 



Marketing is the business discipline concerned with developing brands, informing the 
public about products and services, convincing consumers to buy specific products, 
facilitating transactions and providing after-sale service. Marketing provides the face of 
a business, and the only component that most consumers ever come into contact with. 
Although marketing encompasses a broad set of concepts and techniques, there are a 
number of basic elements that tie all marketing concepts together. Understanding the 
underlying fundamentals of marketing can boost your effectiveness as a marketer or a 
small business owner. 

Consumer Psychology 

All elements of marketing are driven by consumer psychology and behavior. Marketers 
have learned that consumers can be influenced in a number of ways to make specific 
purchase decisions, and a desire for a product or service can actually be kindled in a 
consumer who would otherwise have no such desire. Every marketing tactic has its 
roots in this concept. Every minute detail of advertisements, for example, is carefully 
constructed to have a psychological impact, whether it be a specific color, image, 
celebrity, words or phrasing. 



Ethics 

The psychological influence marketers exert on the public introduces 
a world of ethical challenges and legal guidelines. Marketers must be 
very careful, when dealing with any component of the marketing 
mix, to be honest and straightforward with consumers. Marketers 
should also be wary of stimulating consumer demand that can turn 
into destructive habits, as can be the case with things like alcohol 
and junk food. 

The Marketing Mix iSVA/g-juJuJI gujjoJI 

The marketing mix encompasses all of the various elements of 
marketing, each of which is influenced by the basic concepts 
described above. Advertising and sales are the facets of marketing 
that most customers are familiar with. The marketing mix includes 
public relations, promotions, product packaging, pricing and a bit of 
product development, as well. 



Marketing Environment & Decision-Making 

Change is part of the marketing environment, especially in industries like 
fashion. 

Seven Elements of the Domestic Marketing Environment Factors Influencing 
Decision Making in a Business Environment 

- What Is the Difference Between an Environmental Analysis & a Marketing 
Environment? 

- What Is the Most Important Factor Influencing Decision Making? 

- How Do I Improve Business Decision Making? 

- How to Write a Letter of Introduction For Employment? 

The marketing environment is everything your company must take into 
consideration when developing and presenting a new product. The elements of 
a marketing environment include, but are not limited to, the changing 
preferences of customers, your competition, the legal, political and regulatory 
environment, your own resources and budget, current trends and the overall 
economy. All these elements affect your marketing decisions -- or at least they 
should, because all of them influence your prospects. 



Tastes and Trends 

To be successful, a marketing plan should focus on consumer 
preferences and current market trends. For example, many large 
retailers have decided to adapt to consumers' increasing 
enthusiasm for social media by establishing corporate Twitter 
accounts and opening online storefronts in Facebook. 

Budget and Economy 

Your budget has a role in your marketing decisions. It dictates how 
much advertising you buy and where you can afford to place it. The 
overall economy also has a massive influence on your marketing 
decisions. If you're marketing in a down economy, your consumers 
won't be willing to pay a premium for your product, and your 
advertising should probably point out that the product saves your 
customers money, costs less than your competitor's product, or 
lasts a long time and is therefore a good value. In a strong 
economy, your strategy probably will change. You'll be able to 
charge more, and your ad message may stress the pleasure or 
convenience your product offers your customers. 
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